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Abstract: The growth of urban tourism has the potential to increase tourist–resident tensions that
limit the sustainable growth of tourism in many destination cities. Visitors’ perceptions of poor
tourist–resident relationships and conditions of safety may have an impact on their attitudes,
especially with regard to trip satisfaction. This study investigates the roles of tourist–resident
relationship and safety perception on the relationship between service quality, trip satisfaction,
and word of mouth (WOM). The results of this empirical study (n = 386) show that the tourist–resident
relationship and safety perception have significant effects on trip satisfaction, but only safety
perception reveals a significant effect on WOM. Furthermore, the results also indicate that the
tourist–resident relationship and safety perception moderate the relationship between service quality
and trip satisfaction, and that the tourist–resident relationship also moderates the relationship
between trip satisfaction and WOM. An understanding of these mechanisms can help governments
to create appropriate policies to support the sustainable development of tourism and promote their
tourism industries by fostering tourists’ WOM.
Keywords: tourist–resident relationship; safety perception; trip satisfaction; word of mouth; Chinese tourists
1. Introduction
In Asian urban destinations, large increases in inbound tourism were generally seen as
unproblematic and the critical literature on the subject is limited as compared with city destinations
in other regions, notably Europe. However, this has changed dramatically over the last few years,
especially with regard to Asian tourism cities. Recent studies have indicated that residents were
starting to complain about the annoyances associated with urban tourism [1] and that those annoyances
affect the tourist–resident relationship [2]. But on the tourist side, it remains unclear what impact a
strained tourist–resident relationship has on tourist behavior because relatively few studies have been
undertaken in this area, especially in Asian tourism cities. Since the tourist–resident relationship is one
of the sustainability issues regarding the social aspect of tourism development, this study addresses
this gap and pays particular attention to variables such as tourism satisfaction and word of mouth
(WOM).
Sustainability 2018, 10, 2114; doi:10.3390/su10072114 www.mdpi.com/journal/sustainability
Sustainability 2018, 10, 2114 2 of 17
Personal safety during the trip is the top motivational attribute in attracting tourists to visit a
destination [3]. Destinations considered to be unsafe by tourists may not be considered to be suitable
holiday choices [4] and it is clear that violent attacks do strongly influence the choice of destination in
a negative way. Previous studies only indicated that the choice of destination would be affected by the
safety information from media [5]. When a tourist visits a destination, he/she will have an experience
concerning the safety conditions in that destination, but the effect of his/her safety perception on
his/her behavior toward the destination is still unclear. Thus, the perception of safety may be said
to be closely linked to sustainability issues related to tourism development in urban destinations.
So, understanding tourist behavior in relation to the perception of safety in a given trip experience is
important, not least because it helps with the planning of tourism development.
When planning a vacation, one key aspect for him/her to make the choice is WOM, which mainly
concerns information and referrals from friends, family, and other acquaintances [6]. Many previous
studies have examined the influence of WOM on destination choice [7] and have shown that service
quality and trip satisfaction are sources of WOM recommendation [8]. However, what remains less
clear is how the tourist–resident relationship and safety perception influence trip satisfaction and how
these are related to WOM.
The objective of this study is to examine the impacts of the tourist–resident relationship and safety
perception on the relationship between service quality, trip satisfaction, and WOM recommendation.
The results of this study provide a more detailed understanding of how these processes work and
will hopefully support the creation of more effective governmental policies as positive WOM is
a very important, credible, and effective marketing tool for attracting new tourists in order to
develop sustainable tourism marketing. This study also provides a contribution to the theory of
the tourist–resident relationship [9] with an emphasis on a more holistic understanding that takes on
board the perspective of tourists’ perceptions and not just those of residents, not least because there is
a lack of empirical research in investigating how tourists perceive and evaluate their impacts [10].
2. Literature Review
2.1. Tourist–Resident Relationship
In order for tourism to flourish, there is a need to manage the relationship between residents and
tourists in a sustainable manner [11]. What makes this challenging in urban areas is that residents and
tourists are often sharing the same physical spaces with very different objectives in mind. Residents,
unless engaged in the provision of tourism services, are often simply following their daily lives whereas
tourists seek leisure experiences involving monetary and non-pecuniary exchanges that impact on
residents’ lives often unintentionally and without the tourists realizing it [12]. What is also significant
is that local residents can sometimes accuse tourists, especially if foreign born, as having a negative
influence on their lives even when there is little evidence to support these claims [13]. In the eyes of
residents, tourism can also become the scapegoat for a range of social ills whether or not the visitors
are really responsible for them [13]. In these contexts, it may be helpful to follow Ap [14] with regard
to his use of social exchange theory to analyse the resident–tourist relationship.
In some cases residents may have quite a positive view regarding the role of tourism that is related
to a sense of increased prosperity and enhanced job opportunities; even increases in the price of land,
property, goods, and services can be seen in a positive light [15], especially when residents are the
beneficiaries. By the same token, tourists may view their role positively in terms of their contribution
to the economy of the destinations they visit and may perceive their impact on the host community in
terms of being beneficial or at worst as neutral [12].
However, when tourists are seen making use of spaces that were originally designed for the
local community such as parks, gardens, and beaches, relations may become strained with residents
sometimes confronting visitors within these shared spaces [16–18]. Furthermore, residents may also
resent the impact that tourists have on their environment with complaints about vandalism and littering
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being commonplace and, to a lesser extent, noise pollution [19], and even stolen public resources [20].
The majority of previous studies of resident–tourist interrelationships have focused on examining
local residents’ attitudes to tourism and tourists, and thus there are comparatively fewer studies
on how visitor behavior is influenced by the tourist–resident relationship. However, tourists visit
and spend money in these residents’ communities, and many increasingly favor sustainable tourism
development [21], so it is necessary for us to examine tourists’ attitudes toward an urban destination
in different levels of the tourist–resident relationship.
2.2. Safety in a Destination
With regard to urban destinations, tourists’ safety is recognized as potentially posing a global
problem for sustainable tourism [22]. A tourist destination only can be developed in a situation that
offers a high level of safety [23] and consequently safety is an essential key to sustainable tourism [24]
that merits further scrutiny, so there is also a need to examine tourists’ attitudes toward an urban
destination on different levels of safety in that destination. Ryan [25], for example, observed that
terrorism, violence, and crime can lead to grave consequences for both tourists and destinations.
Tourists have been targeted to advance various political causes, and one of the most widely
known outrages occurred at Luxor in Egypt in 1997 where 62 people lost their lives at the hands of
terrorists leading to tourists factoring in the risk of terrorism into their choice of destinations [26].
After the 11 September attacks in the United States, tourists become even more concerned about
the safety of destinations. Seabra, Dolnicar, Abrantes, and Kastenholz [27] report over 10 percent of
tourists from Spain, Portugal, Germany and Brazil being very concerned about terrorism and turmoil
when considering international trips. The above cases showed that tourists are worried about the risk
of terrorist attacks and, in order to reduce their exposure to risk, they will cancel their travel plans or
change their destinations.
Violence concerns the use of physical force intended to hurt someone or something [28].
Violent attacks on tourists frequently happen in many destinations. For example, recently, gang violence
in Mexico threatened to affect most popular tourist spots [29]. As might be expected, serious acts
of violence committed against tourists can cause significant declines in tourism demand [30].
Destinations which exhibit high levels of violence are unlikely to be attractive to tourists.
Aside from terrorist attacks and violence, crime is another safety issue that limits tourist flows [31].
Previous studies have indicated that visitors are more likely than local residents to be the victims of
crime [32], not least because tourists are unfamiliar with the local laws, do not know how to report the
crimes, and are not willing to press charges against criminals. Since there is high profit from a tourist
and a low risk of conviction [33], these potentially make tourists a target of crime.
2.3. Research in Service Quality, Satisfaction, and Word of Mouth (WOM)
Perceived service quality is seen as a critical antecedent of both customer satisfaction [34] and
WOM [35]. On the other hand, tourists with higher levels of trip satisfaction are willing to give a more
positive WOM [36]. Both tourist satisfaction and WOM are important for sustainable tourism [37].
The relationships between service quality, customer satisfaction, and WOM are well confirmed in
many previous studies [38,39].
Conceptually, service quality is defined as a global judgment or attitude relating to the
overall excellence or superiority of service [40]. In order to evaluate service quality, more than
100 measurement scales have been developed in different hospitality and tourism sectors in the last
30 years [41]. Some researchers employed or extended the well-known SERVQUAL approach [42]
with others developing sub-dimensions of service quality [43]; some researchers based the rating of
attributes of service quality [44,45], whereas others have employed single attribute-based variables
to assess the overall outcomes of service quality [46]. The most cited single attribute-based
scale is Cronin, Brady, and Hult’s [47] measurement in which they used “excellent“, “superior“,
and ‘high standards’ to measure overall service quality. Whatever the measurement scales that
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researchers have employed, their results generally confirmed the positive relationship between service
quality and customer satisfaction.
WOM is a form of interpersonal communication among consumers that have a significant effect on
consumer suggestion formation and purchasing decisions [48]. Previous empirical studies have already
shown that service quality is one of the determinants affecting WOM recommendation (e.g., [49])
and when a tourist experiences good tourism services at a destination, he/she will recommend this
destination to his/her friend and relatives. Therefore, good quality tourism service can generate
positive WOM with regard to a given destination.
One of the aims of sustainable tourism is to increase tourist satisfaction [50] with satisfaction
being conceptualized in different ways [51], and according to this different types of satisfaction have
been defined such as either a transaction-specific measure [52] or an overall evaluation [53]. Oliver [54]
defined satisfaction as the summary psychological state resulting when the emotion surrounding
unconfirmed expectations is coupled with a prior feeling about the consumer experience. In line with
Oliver [54], Bloemer and Odekerken-Schroder [55] perceived satisfaction as a post-consumption
evaluation (a pleasurable level of consumption-related fulfillment), but for tourism studies,
researchers generally used overall satisfaction to measure tourists’ levels of satisfaction (e.g., [8]).
Baker and Crompton [38] have defined satisfaction as an experiential quality related to the emotional
well-being generated during and after the visit experience. Thus, maintaining a high level of tourist
satisfaction is considered to be an integral part of what makes it sustainable [56].
Numerous studies have examined the link between tourist satisfaction and WOM publicity and
the general consensus is that, when the tourists feel satisfied with the services, products, and other
resources that they experience in the destinations they visit, then positive WOM effects to relatives
and/or colleagues are enhanced (e.g., [38,57]). Tourist satisfaction, which is linked to service quality,
also plays a mediating role between perceived service quality and WOM on a tourism destination.
Therefore, improving service quality is a way of developing sustainable tourism since it can increase
tourist satisfaction which can be disseminated by more effective tourism marketing [58].
3. Research Method
The above literature reveals that the relationships between service quality, satisfaction, and WOM
are well-established. Therefore, this study attempts to make a contribution by examining the
influence of the tourist–resident relationship and safety perception on perceptions of service quality,
trip satisfaction, and WOM with regard to a given urban destination.
3.1. Research Hypothesis
The residents’ attitude toward tourists is an important factor in the overall attractiveness of a
destination [59] and one of the attributes motivating tourists to make a visit is ‘interaction with local
people’ [60]. This interaction generates a rewarding experience for tourists [61]. Tourists care about the
responses from the residents that they meet and in cases where they experience a good relationship
they may be more be satisfied with the trip and may be more be willing to recommend it by WOM as
one of their significant travel expectations has been realized. Accordingly, the following hypotheses
are proposed:
Hypothesis 1a (H1a). The tourist–resident relationship that a tourist experienced influences his/her trip
satisfaction in a destination.
Hypothesis 1b (H1b). The tourist–resident relationship that a tourist experienced influences his/her WOM
recommendations regarding a given destination.
Previous studies have also indicated that tourists’ perception of safety is highly likely to influence
their behavior, especially with regard to choice of destination [28,62]. Other than the choice of
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destination, the safety of a destination also has a big impact on the level of satisfaction with a tourist
trip [63]. Yoon and Uysal [64] stated that safety is one of the tourists’ motives which affect tourists’
tendency to be loyal to a destination. Therefore, a positive perception of safety encourages tourists to
experience greater trip satisfaction [63], but tourists will not be likely to recommend this destination to
others if they felt unsafe in the destination [32] and thus a second set of hypotheses are proposed:
Hypothesis 2a (H2a). The safety perception of a destination that a tourist experienced influences his/her trip
satisfaction with regard to that destination.
Hypothesis 2b (H2b). The safety perception of a destination that a tourist experienced influences his/her
WOM recommendations regarding that destination.
Tourism services provide the cultural interaction between residents and tourists [65].
Visitors desire to experience different lifestyles and people in a destination, so the friendliness of
local people becomes a source of tourists’ attachment [66]. Some researchers have even argued that the
social attachment with local people is greater than physical attachment (such as climate and nature) in
all cases that they studied [67]. On the other hand, in tourism destination cities, many residents work
in the tourism sector serving tourists in a variety of ways. So cultural interaction occurs in a service
encounter situation [68]. Since emotions have a direct impact on service-quality judgments [39], when a
tourist has a good experience of interaction with local people such as hotel employees, the impact
of service quality on trip satisfaction may be higher and, accordingly, the impact of service quality
on WOM recommendation may be higher too. Furthermore, the impact of trip satisfaction on WOM
recommendation may be higher; and vice versa. Thus, the following hypotheses are proposed:
Hypothesis 3a (H3a). If a tourist perceives a good tourist–resident relationship, then the positive relationship
between perceived service quality experienced in a destination and trip satisfaction with this destination will be
stronger.
Hypothesis 3b (H3b). If a tourist perceives a good tourist–resident relationship, then the positive relationship
between the perceived service quality experienced in a destination and WOM associated with the destination will
be stronger.
Hypothesis 3c (H3c). If a tourist perceives a good tourist–resident relationship, then the positive relationship
between trip satisfaction with a destination and WOM with regard to this destination will be stronger.
Tourists like to feel safe and secure wherever they are [69] and thus it follows that service providers
at a given destination should ensure that visitors feel well-protected [70]. During the trip, the tourists’
emotional state will be influenced by their experiences not least because emotions impact upon
consumer judgments [39]. Should a tourist worry about the safety of his/her luggage and belongings
whether in hotels or restaurants, he/she will feel less satisfied with the services provided. This is
because the provision of security is perceived by tourists as a basic service. On the other hand, when a
tourist has a good experience of safety conditions, the impact of service quality on trip satisfaction may
be higher and, accordingly, the impact of service quality on WOM recommendation may be higher.
Thus, the impact of trip satisfaction on WOM recommendation may be higher and vice versa, and so
the following hypotheses are proposed:
Hypothesis 4a (H4a). If a tourist perceives good safety conditions, then the positive relationship between
perceived service quality experienced in a destination and trip satisfaction with this destination will be stronger.
Hypothesis 4b (H4b). If a tourist perceives good safety conditions, then the positive relationship between
perceived service quality experienced in a destination and WOM in this destination will be stronger.
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Hypothesis 4c (H4c). If a tourist perceives good safety conditions, then the positive relationship between trip
satisfaction with a destination and WOM with regard to this destination will be stronger.
Based on the above hypotheses, a research model for this study is explained in Figure 1.
Figure 1. Research model.
3.2. Research Instrument
In this study, perceived service quality is the overall measure of quality that tourists experience
in a destination and the measurable items are taken from Cronin, Brady and Hult’s [47] research.
Trip satisfaction is the overall satisfaction regarding a trip to a destination and the measurable items
are taken from Bloemer and Odekerken-Schroder [55]. The WOM is an active form of advocacy for
promoting a destination to friends and relatives and the measurable items are taken from Babin, Lee,
Kim and Griffin [71]. Some modifications have been made to suit the specific characteristics of this case.
The measurement of the tourist–resident relationship is based on three statements about residents’
behavior (contact, show friendliness, and interact) toward the tourists. To capture the perception
of safety, the responses in three key unsafe events (crime, violence, and terrorism) in a destination
are measured in reverse statements. Table 2 shows the measurable items of the three constructs and
two moderators.
3.3. Questionnaire Design
A questionnaire survey was used consisting of two sections with Section 1 containing 9 questions
about perceived service quality, trip satisfaction, and WOM, as well as 6 questions about the
tourist–resident relationship and perception of safety. Items were measured on a 7-point Likert-type
scale ranging from ‘strongly disagree’ (1) to ‘strongly agree’ (7). In order to reduce the likelihood of
common method variance, questions about the tourist–resident relationship and safety conditions were
inserted between the measurable questions of perceived service quality, trip satisfaction, and WOM
as recommend by Chang, van Witteloostuijn, and Eden [72]. Section 2 was used to gather contextual,
general, and background information.
3.4. Data Collection
The subject of this study is Macau, a former Portuguese colony that reverted to Chinese control in
1999. Following the introduction of large-scale casinos from the USA and Australia, Macau became the
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world’s premier gaming centre, outstripping Las Vegas in terms of revenue in 2007. In 2016, the total
land area of Macau was approximately 30.4 square kilometers and the population approximately
650,000 [73]. In recent years, the city has become heavily congested with mainland Chinese tourists
(20.69 million mainland Chinese tourists in 2017) [74]. Rapid tourism growth has created tension
between the residents and tourists in terms of resource allocation and usage and environmental
quality [75]. The tourism boom associated with gaming and cultural heritage has been accompanied
by a rise in crime [76] and thus Macau was chosen to be the subject of the study because it faces a
growth of urban tourism that may potentially increase tourist–resident tensions and generate personal
safety problems.
The tablet-based survey in Chinese was administrated by two well-trained research assistants.
It does not only save the cost and time but also prevent the occurrence of missing data. Data were
collected by means of systematic sampling at 15 attraction points including the ruins of St Paul,
Senado Square, A Ma Temple etc. at regular sampling intervals (every 15 min) from 10 a.m. to 5 p.m.
from July to August 2015. The sequence of 15 attraction points was randomly drawn from the tickets in
a box (where each ticket has the name of an attraction point written on it). A filter question was asked
to confirm whether or not respondents were mainland Chinese tourists to Macau. Then, the tourists
were asked to answer the questionnaire in the light of their experience of their current visit. Since there
were only 20 questions, respondents could easily complete the survey within 5 min and received a
souvenir (cost around USD1). The short survey time could reduce the non-response bias due to time
pressure. A total of 422 copies of the questionnaire were collected; however, 36 completed copies were
found to be unusable because respondents used the same scale to evaluate most questions. So the net
number of usable versions of the questionnaire was 386. Table 1 shows the background information
regarding the respondents.
Table 1. Demographics of respondents (n = 386).
Frequency Percent
Gender
Male 184 47.7
Female 202 52.3
Age
20 or under 20 13 3.4
21–30 112 29.0
31–40 129 33.4
41–50 111 28.8
Over 50 21 5.4
Education
Secondary school level 54 14.0
Undergraduate level 281 72.8
Postgraduate level 51 13.2
Income
(personal monthly)
Less than USD1000 13 3.4
USD1000–2999 162 42.0
USD3000 or above 211 54.7
Main purpose
Business 38 9.8
Visit relatives 20 5.2
Vacation 328 85.0
3.5. Analysis Method
A partial least squares (PLS) analysis was performed using the SmartPLS v.3.2.6 package [77]
because PLS is capable of maximizing the variance explained by dependent variables [78].
Another reason for using PLS is because this study involves the testing of moderating effects, so a
PLS analysis is more appropriate [79]. Also, it is more robust when used with small sample sizes and
non-normal data and when applying the bootstrapping [80], and thus the data in this study does not
need to conform to the requirement of normality. According to the suggestion from Hair, Sarstedt,
Ringle and Mena [81], bootstrapping was performed using 386 cases and 5000 samples to assess
the moderating effects of the tourist–resident relationship and condition of safety as recommended.
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The fourth reason for using PLS is the type of outer model [82]. In this research model, safety perception
is measured by three independent causes (crime, violence and terrorism) which do not need to be
correlated. Since the research model consists of both formative and reflective constructs and PLS
modeling allows the unrestricted computation of this kind of model [83], then PLS was used to achieve
the above purposes.
4. Findings
4.1. Reliability, Validity and Correlation
Confirmatory factor analysis (CFA) was conducted to assess the construct validity and Table 2
indicates the descriptive statistics and factor loadings of each measurable item. Table 3 reports the
values of the reliability, construct reliability (CR), and average variance extracted (AVE) for the study’s
constructs. All the values are above the minimum criterion (Cronbach’s Alpha > 0.7, AVE > 0.5,
and CR > 0.7), so the data has adequate reliability and a good convergent validity [84]. Table 3 also
shows the correlation matrix, and that the square-root of each construct’s AVE is greater than the
correlations with other latent constructs, so the model meets discriminant validity criteria.
Table 2. Mean, standard deviation and factor loadings.
Measured Item Mean Std. Dev. FactorLoadings
SQ Overall service quality (adapted from Cronin et al. [47])
SQ1 The overall tourism services delivered in Macau is excellent. 5.891 0.978 0.895
SQ2 Overall, the tourism services offerings in Macau are of high quality. 5.930 0.948 0.893
SQ3 Macau maintains superior tourism services in every way. 5.922 0.887 0.889
TS Trip satisfaction (adapted from Bloemer and Odekerken-Schroder [55])
TS1 I am fully satisfied with the trip to Macau. 5.754 1.108 0.897
TS2 The tourism services offered in Macau meet my expectations. 5.547 1.206 0.874
TS3 I am satisfied with my decision to visit Macau. 5.650 1.240 0.851
WOM Word of mouth (adapted from Babin et al. [71])
WOM1 I will encourage friends and relatives to visit Macau. 5.870 1.079 0.909
WOM2 I will recommend Macau to someone who seeks my advice. 5.870 1.128 0.926
WOM3 I will say positive things about Macau to other people. 5.925 1.139 0.913
TRR Tourist–resident relationship
TRR1 The residents in Macau are willing to have contact with tourists. 5.049 1.425 0.903
TRR2 The residents in Macau show friendliness to tourists. 4.951 1.519 0.921
TRR3 The residents in Macau are willing to interact with tourists. 5.026 1.477 0.903
SP Safety perception
SP1 I don’t feel worried about crime in Macau. 5.759 1.155
SP2 I don’t feel worried about violence in Macau. 5.889 1.209
SP3 I don’t feel worried about terrorist attacks in Macau. 5.878 1.128
Note: (1) SQ = service quality; TS = trip satisfaction; WOM = word of mouth; TRR = tourist–resident relationship;
SP = safety perception; (2) safety perception is a formative measure, so there are no factor leadings.
Table 3. Reliability, validity and latent variable correlations.
Cronbach’s Alpha CR AVE SP SQ TRR TS WOM
SQ 0.872 0.921 0.796 0.463 0.892
TRR 0.895 0.934 0.826 0.348 0.443 0.909
TS 0.845 0.907 0.764 0.496 0.685 0.642 0.874
WOM 0.904 0.940 0.839 0.577 0.723 0.509 0.796 0.916
Note: AVE = average variance extracted; CR = construct reliability; SQ = service quality; TS = trip satisfaction;
WOM = word of mouth; TRR = tourist–resident relationship; SP = safety perception; Italic font = square-root of
the AVE.
4.2. Results of PLS Analysis
Figure 2 shows the results of PLS analysis and Table 4 summarizes the results of PLS analysis
that perceived service quality has significant positive effects on trip satisfaction and WOM, and trip
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satisfaction has a significant positive effect on WOM. The results also indicate that the tourist–resident
relationship has a direct and positive effect on trip satisfaction. It also shows the moderating effects on
the relationships between service quality and trip satisfaction and between trip satisfaction and WOM.
The safety perception is shown to have a direct and positive effect on trip satisfaction and WOM. It also
shows a moderating effect on the relationship between service quality and trip satisfaction. The values
of R-squared of trip satisfaction and WOM are 0.636 and 0.728, so a high percentage of variance is
explained by the model. For the significant direct effects of the tourist–resident relationship and safety
perception on trip satisfaction and WOM, the effect size f-Square values are ranged from 0.052 to 0.306.
These results indicate these effects are ranged from small to large effects [85]. For the significant
moderating effects, the effect size f-Square values are ranged from 0.013 to 0.022. These effects are
counted as small effects [86].
Figure 2. Results of PLS analysis.
Table 4. Results of PLS analysis.
Coefficients t-Statistic f-Square Hypothesis Result
SQ→ TS 0.445 *** 9.940 0.306
SQ→WOM 0.298 *** 5.383 0.128
TS→WOM 0.547 *** 10.825 0.364
TRR→ TS 0.382 *** 9.967 0.306 H1a Accept
TRR→WOM −0.016(ns) 0.395 0.001 H1b Reject
SP→ TS 0.158 *** 3.633 0.052 H2a Accept
SP→WOM 0.181 *** 4.794 0.080 H2b Accept
SQ × TRR→ TS −0.084 * 2.151 0.013 H3a Accept
Sustainability 2018, 10, 2114 10 of 17
Table 4. Cont.
Coefficients t-Statistic f-Square Hypothesis Result
SQ × TRR→WOM 0.001(ns) 0.008 0.000 H3b Reject
TS × TRR→WOM 0.108 * 1.983 0.022 H3c Accept
SQ × SP→ TS 0.079 * 2.347 0.015 H4a Accept
SQ × SP→WOM −0.015(ns) 0.355 0.001 H4b Reject
TS × SP→WOM −0.022(ns) 0.540 0.001 H4c Reject
Note: (1) SQ = service quality; TS = trip satisfaction; WOM = word of mouth; TRR = tourist–resident relationship;
SP = safety perception; (2) *** p-value < 0.001, * p-value < 0.05, ns—non-significant.
In order to understand the moderating effects of the tourist–resident relationship and safety
perception, a simple slope analysis is performed and the results are shown in Figure 3. Figure 3a,c
indicate that those tourists who have a high tourist–resident relationship or perceive high safety
conditions are more satisfied with the trip than those who have a low tourist–resident relationship or
who perceive low safety conditions when they experience the same level of tourism services. Figure 3b
indicates that those tourists who have positive trip satisfaction and perceive a high tourist–resident
relationship would have a stronger intention to pass on by WOM favorable views to their friends and
relatives than those who have a low tourist–resident relationship. Hence, H1a, H2a, H2b, H3a, H3c,
and H4a are accepted.
Figure 3. The moderating effects for tourist–resident relationship and safety perception. (a) the moderating
effect of tourist-resident relationship on the relationship between service quality and trip satisfaction;
(b) the moderating effect of tourist-resident relationship on the relationship between trip satisfaction and
word-of-mouth; (c) the moderating effect of safety perception on the relationship between service quality
and trip satisfaction.
4.3. Further Analysis in Socio-Demographic Characteristics
The PLS multi-group analysis (PLS-MGA) method is used to compare the effects of the
tourist–resident relationship and safety perception on the relationship between service quality,
trip satisfaction, and WOM recommendation among different groups of respondents. Only the
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groups larger than a hundred are selected to compare. The results of PLS-MGA indicate that
there is no difference between different gender and age groups. Only the respondents whose
income is ‘USD3000 or above’ show a higher effect of tourist–resident relationship on WOM
recommendation than the group whose income is ‘USD1000-2999′ (path coefficients difference =−0.161,
p-value = 0.978 > 0.950). However, the direct effects of the tourist–resident relationship on WOM
recommendation for these two groups are not significant (p-value > 0.05), so this difference becomes
less meaningful. There is no difference in the effect of safety perception on trip satisfaction and WOM
recommendation in any groups of the respondents.
5. Conclusions and Discussions
5.1. Conclusions
This study has achieved its objective and successfully demonstrates the impacts of the
tourist–resident relationship and safety perception on the relationship between service quality,
trip satisfaction, and WOM recommendation. The results of the PLS analysis indicate that safety
perception have significant effects on both trip satisfaction and WOM recommendation, and it
positively moderates the relationship between service quality and trip satisfaction; the tourist–resident
relationship affects trip satisfaction but not the WOM recommendation, negatively moderates the
relationship between service quality and trip satisfaction, and positively moderates the relationship
between trip satisfaction and WOM recommendation. Therefore, the tourist–resident relationship
and safety perception are important factors for the sustainable growth of tourism in a destination.
Although the results of PLS-MGA show that there is a significant difference between high-income
and low-income groups in the effect of the tourist–resident relationship on WOM recommendation,
the direct effects of the tourist–resident relationship on WOM recommendation for both groups are not
significant as the results of total samples show. Therefore, it can be concluded that there is no difference
in the effects of the tourist–resident relationship and safety perception on the relationship between
service quality, trip satisfaction, and WOM recommendation among different socio-demographic
groups of tourists.
5.2. Theoretical Contributions
‘Sustainable tourism growth’ is interpreted as a form of ‘sustainable tourism development’ [87,88] and
resolving sustainability issues in tourism development is an important area of tourism research. Most of
the studies in the tourist–resident relationship were based on residents’ perspective and explained how the
tourist–resident relationship influences residents’ attitude towards the support for tourism development
of a destination [2,89]. Given the limited number of studies on the tourist–resident relationship from
the tourist perspective in an urban context, we have limited knowledge concerning the effect of the
tourist–resident relationship on tourist behavior. This study shows the roles played by the tourist–resident
relationship in enhancing trip satisfaction and WOM with regard to a given urban destination. This finding
shows the importance of building and retaining a good tourist–resident relationship in order to enhance
a destination’s sustainability. What is indicated here is that positive and negative tourist–resident
relationships exist simultaneously in a given urban context. Social exchange theory typically examines
how tourism impacts affect residents’ support for tourism development [14] and also works well in
studying sustainable rural tourism development [90,91]. However, the results of this study explain how
tourists’ perception of the tourist–resident relationship affects their behavior towards an urban destination
which also has an impact on the tourism development in that destination. The tourist–resident relationship
that tourists experienced not only affects their trip satisfaction but also moderates the relationship between
trip satisfaction and their WOM recommendation. Such that even if tourists are satisfied with their trip in
terms of the good quality of tourism services, such as transportation and accommodation, their WOM
recommendation will be discounted in cases where they have experienced a poor tourist–resident
relationship. As mentioned above, tourists like to interact with local people during the trip, but this
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interaction is a two-way social, cultural, and psychological exchange. The relationship between residents
and tourists may be unequal and unbalanced and that may lead to different perspectives held by tourists
and residents regarding this relationship, but, the best means of improving the tourist–resident relationship
should be to consider all actors’ (both tourists and residents’) perspectives since all actors are engaged
in present and future interpersonal exchanges. This study provides a good reference point with which
to explore tourists’ behaviors as a consequence of social, cultural, and psychological exchanges at an
urban destination.
As discussed above, safety is clearly a pressing concern for tourists and it is mentioned repeatedly
in the literature; however, most of the previous studies only surveyed the samples regarding their
perception of safety from the media when planning a trip [5]. Comparatively little attention has been
paid to the behavior of tourists in respect of their perception of safety experienced during a visit to an
urban destination. Although few studies found that safety is a choice of a behavioral attribute which
influences tourists’ “repeat visitation” [92,93], few studies have illustrated the relationship between
the perception of safety and tourist satisfaction. The results of this study confirm that a tourist who
has a better perception of safety exhibits a higher level of satisfaction and also indicate that a tourist
who has a good experience in terms of personal safety with regard to an urban destination would
be more willing to provide a positive WOM recommendation. Furthermore, this study clarifies the
moderating role of safety perception on service quality and trip satisfaction. It means that a tourist who
received a certain level of tourism service will more be satisfied with the trip in cases where he/she
experienced a good perception of destination safety. The results of this study enrich our knowledge of
the implications of tourists’ perception of safety with regard to urban destinations.
This study also contributes to the use of survey questions and research design, as well to the
development of a research model for studying the moderating effects of the relationship between
service quality, customer satisfaction, and customer loyalty. Three measurable items were used
concerning respondents’ perception of residents’ closeness (contact, show friendliness, and interact)
for measuring the tourist–resident relationship in this study. Additionally, three measurable items
about respondents’ judgment in three key unsafe events (crime, violence and terrorism) in an urban
destination for measuring the perception of safety were developed and tested. This study provides
useful measurement scales for researchers to conduct future research.
5.3. Practical Implications
Tourists who perceived a good tourist–resident relationship are more likely to be satisfied with a
trip and will have a higher level of intention to circulate positive views via WOM. It is suggested that
governments, including in particular the government of Macau, should raise the profile of policies
that promote good resident–tourist relationships as this clearly has an influence on the sustainability
of tourism. This is a pressing concern in Macau given the industry’s importance in this respect.
Residents are clearly aware that tourism is an important aspect of the local economy, but they worry
about the negative effects on their community, and over time this may increase the negative aspects of
resident–tourist relations to the detriment of the industry. There are a number of tourism management
strategies that could be introduced to avert these perceived negative impacts, including zoning,
more effective signage, enhanced cultural awareness of the cultural heritage of the city and more
effective policing, including forms of tourism policing that have been introduced elsewhere.
Serious tensions have arisen between tourists and residents because tourists are drawn from
diverse sources and may not be conversant with local norms of behaviour and in cases of conflict may
become a target for local grievances. There could also be a geographical issue whereas some small
destinations in Asia such as Macau have limited space and can easily become crowded. Therefore,
tourism development planners may consider building attraction points and retail outlets that are far
away from the communities in order to spread the tourists out geographically from the central areas of
the city.
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It would also be useful to look more closely into the mindset of tourists. Special attention should
be paid to those tourists who felt safe and satisfied with their visit to understand more clearly and
precisely the factors that helped to generate those feelings. This would also help residents to work
together to reduce security risks for tourists in order to underpin a destination’s safe image in order
to attract and encourage more visitors and repeat visitation. On the other hand, travel agents and
tour guides could educate tourists on how to be more mindful of security matters. Because tourism
activities such as sightseeing, shopping, and dining are often group activities, tourists can help each
other to protect their valuables.
5.4. Limitations and Further Studies
This survey was conducted in Macau and it is difficult to generalize to other urban destinations as
this Special Administrative Region of China has its own particular culture and a distinctive relationship
with the source of the majority of its tourists, China. Further research in other urban destinations
is recommended.
In order to reduce the non-response bias due to time pressure, three questions were used for
each construct. However, this type of scale may be insufficient. Researchers may consider employing
attitude-based measures for rating service quality and qualitative techniques for measuring satisfaction
in their further studies.
This study only investigated the moderating effects of the tourist–resident relationship and
perception of safety with regard to the relationship between service quality, trip satisfaction, and WOM
concerning this urban destination. However, previous studies have identified other factors that also
influence trip satisfaction and WOM in urban contexts such as perceived value [8]. It would be
worthwhile examining comprehensively how the tourist–resident relationship and perception of safety
moderate the effects of other motives and tourist behaviors.
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